Abstract: This study attempts to value the recreational services provided by four tourist spots: Shat gumbuj mosque, Mozaffar garden, Niribili tourist point and Chandramahal eco-park of the south-west region of Bangladesh. We use travel cost method (TCM) to estimate recreational values and then, contingent valuation method (CVM) for valuing willingness to pay (WTP) for developing these sites. The results show that these spots generate consumer surplus worth 1.24-3.64US$ per tourist per annum and thus, yield gross recreational value worth 0.06-0.84 million US$ per year to tourist population of this region. Moreover, each tourist is willing to pay 0.06-0.10US$ on an average to develop the quality of recreational services of these spots which accumulate 0.002-0.029 million US$ annually. Hence, improvement of the quality of the recreational services could be appeared as a profitable business investment to concerned authorities. This study, furthermore, shows that Mozaffar Garden tops in providing recreational services to tourist and expectedly, receives the highest WTP while Shat Gumbuj Mosque with great archaeological value receives less tourists' attention due to weak recreational facilities.
Introduction
Tourism sector is a fast-growing economic sector in terms of foreign exchange earnings, creating employment opportunities and raising purchasing power of people in all over the world. Tourism appears as a sustainable means for economic prosperity both in macro and micro levels (Chowdhury and Shahriar, 2012) . The sector contributes to enhance gross domestic product (GDP) of each country. Tourism is one of the promising sectors for accelerating GDP growth for Bangladesh (Das and Chakraborty, 2012) . A large number of tourists visit Bangladesh every year for its attractive natural beauty, heroic historical background and archaeological resources. Bangladesh received 0.3 million of foreign tourists, among which more than 70% came for business and official purposes in 2010 (Hasan et al., 2013) . Majbritt (2010) argues that the locations of Bangladesh offer both individually and combining a variety of natural and cultural destinations suitable for tourist attraction.
According to World Travel and Tourism Council (2011) , travel and tourism industry is one of the fastest growing sectors, whose direct contribution to GDP is BDT 1 184.4 billion (2.3% of total GDP) in 2011, which is rising by 6.3% per annum. Travel and Tourism sector accommodates 3.326 million jobs in 2011, which is about 4.2% of total employment in the country. Parveen (2013) states that due to the growing importance of travel and tourism in the global economy, its contribution will account for 10% of the country's GDP by 2023. Bangladesh has a lot of potentiality to enrich her skills in tourism sector (Ali and Parvin, 2010) .
Travel cost method (TCM) and contingent valuation method (CVM) are two widely used approaches for quantifying recreational benefits of the tourist spots. A large numbers of literatures are available to quantify recreational benefits of park, forest land, environmental resource, beach, island, lake, festival, cultural or historical heritage and such many other important locations, establishments and events using TCM and CVM (Nde, 2011; Raybould et al., 2011; Guha and Ghosh, 2009; Mansouri et al., 2014; Mugambi and Mburu, 2013; Zandersen and Tol, 2005; Chen et al., 2004; Dehlavi and Adil, 2011; Fleming and Cook; Hsiao, 1988; Lupi and Hoehn, 1997; Milon, 1988; Musamba et al., 2012; Nam and Son, 2001; Seenprachawong, 2003; Yamazaki et al., 2011; Alvarez and Larkin, 2010 , Bharali and Mazumder, 2012 , Limaei et al., 2014 Tang, 2009; Isaacs et al., 2005; Anderson, 2009; Raharjo and Gravitiani, 2012, Centeno and Prieto, 2000) . On the other hand, Bateman (1993) and Shammin (1999) measured the value of nature and environmental resources through applying TCM, willingness to pay (WTP) approach and hedonic pricing method (HPM).
However, this study attempts to measure recreational value of tourist spots located in the south-west region of Bangladesh through applying TCM and CVM. The novelty of this study is that it estimates the economic value of major tourists spots and the tourists' WTP for developing these sites. Similar studies focusing the south-west region of Bangladesh is scarce in the literature and thus, this study would essentially make the policy makers and concerned authorities aware about the economic benefit of improving the quality of tourist spots. We note that the study is encountered with a limitation on the point that sample size is relatively small for site specific consumer surplus and WTP analysis. However, almost of all of the variables of interest are exhibiting expected sign and statistically significant.
A brief literature review
There are extant literatures which attempt to value the tourism in developing countries since this sector is gradually tended to grow and contribute directly to the economic growth. Primarily two approaches are used for such studies i.e., TCM and CVM Method. TCM explicitly assumes that both direct cost and opportunity cost of tourists' time determine their travel costs, the duration and frequency of visits to a specific tourist destination. On the other hand, CVM stands on hypothetical valuation scenarios for nonmarketed goods i.e., aesthetic beauty of a tourist spots which cannot be directly priced through markets (Cummings et al., 1986) . Therefore, CVM is more flexible than TCM in estimating the demand for a specific tourist spot since it accounts both use and non-use values of the tourist spots. Lindberg and Johnson (1994) and Echeverria et al. (1995) explicitly support the application of CVM method in valuing the importance of natural resource management, total preservation value, use value and non-use value of any environmental good for policy formulation. Therefore, both methods are useful for estimating the WTP for use values of tourist spots through entrance fee, trip costs and spots amenity channels (Abala, 1987; Baldares and Laarman, 1990; Moran, 1994) . Grandstaff and Dixon (1986) estimated economic value of Lumpinee Park in Thailand using TCM and CVM and found the gross consumer surplus worth 130-132 million baht. Kaosa-ard et al. (1995) found the similar results for of the Khao Yai National Park in Thailand. The estimated tourists' consumer surplus was around 870 baht per visit and average WTP for entrance was around 22 baht per person. After some improvements in the quality of this park, such WTP went up from 22 to 44 baht per person. Clough and Meister (1991) also conducted a similar valuation study for Tongariro National Park of New Zealand and estimated visitors' consumer surplus worth approximately 174 and 147 US$ for winter and summer respectively. Bedate et al. (2004) , Chen et al. (2004) , Paulrud (2004) and Gurluk and Rehber (2008) also conducted similar type of study using TCM and CVM. Their results revealed that average daily recreational value varied from 68 to 85 US$ per visitor. Scarpa et al. (2000) and Saengsupavanich et al. (2008) used only CVM to estimate the recreational benefits of Irish forest and beach respectively and found similar results. Sohngen et al. (1999) , Blackwell (2007) and Mendes and Proenca (2009) valued recreational benefit of day tripping to Lake Erie beach using the only TCM focusing on two sites, Maumee Bay and Headlands.
The estimated consumer surplus per trip were 26.63US$ and 24.67US$ for Maumee Bay and Headlands respectively. Curtis (2003) estimated recreational demand of four activities: boating, sea angling, swimming and beach/sea/island day-trips in Ireland. The estimated consumer surplus per trip varied from ₤8.09 to ₤49.39 across the four different activities.
These findings indicated that each of the tourist spots generate positive consumer surplus to the tourists varying from low to very high level. The literature also confirms that after making some improvements, the WTP for each tourist spot increases. It implies marginal benefit from improving the tourist spots is positive and significant. However, such type of study and evidences are very scarce for Bangladesh. After extensive literature review, we have found only one study which was conducted by Shammin (1999) on estimating recreational value of Dhaka Zoological Garden using TCM. The study found that Bangladeshi tourists were willing to pay about 60 times higher than the entrance fee for improving the quality of the garden. Inspired by this study, we attempted to study the economic value of the most visited tourist spots of the south-west region of Bangladesh.
Materials and method

Sampling technique
The main objective of this study is to quantify the recreational value and WTP for developing the recreational facilities of these four tourist spots in the south-west region of Bangladesh. These famous tourist spots are: Shat Gumbuj Mosque in Bagerhat district, Mozaffar Garden in Satkhira district, Niribili tourist point in Narail district and Chandramahal eco-park in Bagerhat district. Accordingly, 200 visitors taking 50 from each of these four spots were selected through following a systematic random sampling procedure for collecting primary data. Every 4th number of tourists from the exit queue was surveyed through staying at the exit point of the spots in March 2015. It is to be noted that all the tourists surveyed are local residents of Bangladesh. A questionnaire schedule is used to administer the survey. This is because; face to face questionnaire survey method is generally administered in environmental valuation studies (Carson et al., 1996; Das et al., 2017; Afrin et al., 2017) . It includes questions on respondents' age, sex, marital status, income, residence type and such other socio-economic aspects; trip duration, travel cost, travel time, travel distance, mode of transportation, frequency of visit, entry fee and such other trip related aspects; WTP for improving site facilities, satisfaction level on the available facilities and so on. Three years (2012) (2013) (2014) are considered as the study period of this research. Key informant interviews are conducted with the curators and management people of the tourist spots to extract information about number of tourists, budget, expenditure, existing problems and future development plans of these spots.
Theories for valuing recreational benefits
There are several methods to estimate the demand for a recreational site in literature (Bateman, 1993; Bartczak et al., 2008; Alvarez and Larkin 2010) . These methods are commonly developed based on two distinguished approaches, i.e., revealed and stated preference approaches (Bateman, 1993) . Under revealed preference approach, four types of valuation techniques i.e., market price, cost based, hedonic pricing and TCMs are often used for valuing recreational demand for tourist spots. The first three methods estimate the demand of an environmental good based on only observed market data i.e., observed entrance fee for tourist spots after controlling spot specific characteristics. However, these methods ignore the behaviours of individual who will demand the good. The latest method i.e., TCM overcomes this problem. It considers both observed market data such as costs associated with travelling and observed behaviours of individual such purpose of visits and opportunity costs after controlling spot specific characteristics. For such reason, TCM is the most commonly used revealed preference method among other alternatives for valuing an environmental good (Bharali and Mazumder, 2012) .
On the other hand, two types of stated preference valuation techniques i.e., contingent valuation and choice experiment methods are commonly used for valuing recreational demand for tourist spots. Both of the methods are able to capture all use and non-use values of recreational spots. Similarly, both methods are criticised on the ground that potential biases in response from a hypothetical market for an environmental good are likely to be yielded. However, there is reason we choose CVM over CE is that it is comparatively simple, easier to conduct survey for enumerators and cost saving. It should be noted that TCM and CVM are chosen from different classes of preference methods so that we can compare the results and reduce all potential biases (Mavsar et al., 2013) .
This study applies TCM and CVM to address study objective, which are quite common methods to calculate recreational value (Bartczak et al., 2008; Brainard et al., 2001; Croitoru, 2007; Lindhjem, 2007) . TCM measures people's revealed preference for recreation, i.e., the expenditure they incur to visit a site. CVM measures people's stated preference, i.e., the WTP for a hypothetical visit. However, TCM considers present behavioural choice of recreational demand, while CVM considers the respondents' future behavioural choice towards contributing to development of the tourist sites. Freeman (1993) proposes the travel cost function where tourists' utility depends on the consumption of the normal goods (X), numbers of trips (n) for recreation, quality of the recreational facilities (q) and other factors (S) which shift utility. In this utility function, n and q are assumed to be weak complements as the number of trips are expected to be an increasing function of spot's recreational quality. Moreover, tourists' utility is the increasing function of numbers of trips and quality of the recreational facilities available in the spots. We follow the theoretical framework described in Khan (2004) is as follows:
Travel cost methods
Subject to budget and time constraints:
The budget constraint in equation (2) encompasses the summation of tourists' transfer income (M) and wage income (tw) [t is the total labour hour and w is the wage per hour] equal to the expenditure behind normal goods (p x X) [p x is the price per unit of normal good X] and trips (c.n) [c is cost per trip and n is numbers of trips]. On the other hand, the time constraint shows that total discretionary time (t*) sums up the total labour hour and times required for round trip travel (t 1 ) and time spent on the site (t 2 ) multiplied with the numbers of trips. Hence, the term (t 1 + t 2 )n is the opportunity cost of having recreation services annually. It is further assumed that tourists are free to distribute their time span between work and recreation. Thus, the opportunity cost of time is the wage rate. The cost per trip (c) to the spot has two elements: the entry fee f [could range from zero to some positive amount], and the round trip travel cost (pd) [p is the per-kilometre cost of travel and d is the round trip distance].
Hence the constraint becomes from equations (2) and (3):
The last term of equation (5) [pd + f + w(t 1 + t 2 )] makes the full cost per visit which consists of three items: round trip travel cost, the entry fee, the monetary cost of travel and opportunity cost of enjoying the trip service. Maximising equation (1) subject to the constraint at equation (5) yields the tourists demand functions for visits:
Hence, the number of visits of a specific tourists spot is the function of travel costs, entry fee, travel time, spent time on spot, transfer income, recreational quality of the spots and other utility shifters. From equation (6), total recreational value can be estimated through consumer's surplus approach. The TCM is basically based on the theory of consumer demand, dependent on the idea first put forward by Hotelling (1949) and expressed concisely by Hof and King (1992) . It is used to estimate the average visitor demand for recreation and thus, the consumer surplus (CS) per trip. The CS is estimated by quantifying the area under the demand curve and above the price paid by the consumer. Since the dependent variable 'trip numbers' is considered for consecutive three years, the estimated recreational demand function is also found for three-year basis, which is later converted into yearly CS value that tourists enjoy.
Contingent valuation method
Under CVM, on other hand, people are asked to state their WTP for a hypothetical visit to a location of interest. CVM is a widely used approach to estimate monetary value of the quality of recreational services (Randall et al., 1974; Bishop and Heberlein, 1979; Hanemann, 1984; Seller et al., 1986; Bowker and Stoll, 1988; McConnell, 1990) . It is assumed that entry fee is the only source for development of the tourist sites. However, the current rate of entry fee, either very low or zero, is not sufficient to develop the site with substantial recreational value. Hence, tourists' are to be charged with an increased level of entry fee, say 50% increase from the existing level. They will be willing to pay such increased fee if and only if the utility received from high quality recreational services is greater from or equal to low quality recreational service. Hence, the indirect utility function for the sites with high quality recreational value can be compared with the function for the sites with low quality as following function, based on the equation (6).
CVM studies present that a tourist WTP to enjoy improved recreational quality at standardised level (q 1 ) from present level (q 0 ). WTP is also a compensating factor for improvement in quality. Improving recreational quality generates some benefits to the tourists. In this approach, the tourists are asked if they would be willing to pay some extra money while visiting the site for an improvement in available facilities.
Econometric specifications
The fundamental principle of TCM is that the value people attach to a location of interest can be inferred from the cost they incur in travelling to it. Under TCM, researchers (Dehlavi and Adil, 2011; Shammin, 1999) usually consider trip number (n) as a dependent variable to estimate its relationship with a set of explanatory variables shown in equation (6). Since trip number (n) is a non-negative integer value, following Dehlavi and Adil (2011) , a Poisson regression specification is used to estimate the recreational value of the study sites. One tourist may or may not visit a specific spot in a specific year, but may visit the spot single or multiple times within a period of time, which could overestimate or underestimate the trip numbers, if a single year is considered. Therefore, this study considers trip numbers (n) in three consecutive years (2012) (2013) (2014) as the dependent variable of the Poisson regression model for estimating the demand for tourist spots through using TCM. Hence the travel demand is as follows:
where i = 1-4 for four sites and j is the numbers of variables within the specific vector. In equation (8), the vector of recreational qualities (q) comprises three exogenous variables: spot facilities, riding facility, safety and security of the spot. Moreover, the other vector of utility shifters (S) comprises respondents' age, gender, marital status, residential status, educational qualification, family earning members and multiple purposes of the visit, which are picked from the literature (Abdullah, 1995; Alvarez and Larkin, 2010; Bharali and Mazumder, 2012; Dehlavi and Adil, 2011; El-Bekkay et al., 2013; Raybould et al., 2011; Guha and Ghosh, 2009; Mansouri et al., 2014; Musamba et al., 2012; Seenprachawong, 2003; Shammin, 1999) and key informant interview. In equation (8), we include an error term to control for all sorts of unobservable factors which may affect tourists' numbers of trips. However, we did not include two variables of equation (6): entrance fee (f) and time spent (t 2 ) on the spot as spot specific TCMs were estimated where spot specific f is fixed while 86% of the tourist have a single day tour plan on these days implying less variation in t 2 .
On the other hand, in order to estimate tourists' WTP for improved spots, this study adopts logit regression model framework. This framework is designed on the basis of equation (7) (Abdullah, 1995; Bartczak et al., 2008; Montenegro et al., 2009; Yacob et al., 2009 
Hence, the utility difference choosing high quality sites ( ) 
Thus, the probability P i of a tourist to pay WTP is the function of utility difference between high and low quality sites. Here, f(Δv) is a standard cumulative distribution function since this format of CVM has a dichotomous dependent variable. In such case, standard logit and probit models are commonly used. Computational simplicity of logit regression model relative to probit model induces the former model to be used in this study (Bishop and Heberein, 1979; Seller et al., 1985) . This study hypothetically imposes a 50% increase 2 in entry fee for an improvement in riding and other spot facilities and asks the respondents to express opinion regarding their willingness to visit the site or not (Yes = 1, No =0). During the econometric estimation of CVM, we had to drop f and t 2 for the same reason stated earlier for specifying the travel demand function in equation (8). It is to be noted that WTP is not separately included in the CVM estimation since income approximates WTP. Hence, the econometric specification for CVM includes the same set of explanatory variables as was in equation (8).
For the CVM, this study considers R as the response towards WTP. It is a dichotomous dependent variable (agree to visit again after fee increase = 1, Otherwise = 0). The are further taken in CVM analysis. Using the hypothetical increase in entry fee and the probability of visiting the site under the improved condition, the WTP per person and recreational value for each site is calculated.
From equations (8) and (12), we estimate the predicted travel demand and the probability of a tourist to visit again in the spot even if the authority charged additional fee for improving the spot. Using these estimates, we calculate the tourists' average consumers surplus/ recreational benefit from specific spots and then, calculate how they are willing to contribute to the development of the sites. Table 1 lists summary statistics of the variables considered in this study. Male dominates the survey respondents. More than half of the respondents are from urban areas. About three-fourth (72%) of the respondents are from the south-west region of Bangladesh. The mean age of the surveyed tourists is 31 years. More than two-third of the respondents are married. More than half of the respondents are either service-holder or businessmen. The mean education of the respondents is about 12 years of schooling. On an average the respondents visit the tourist spot once a year. The mean two-way travel cost is BDT 279, while it is in the range of BDT 100 to 200 for about 40% of them. The mean two-way travel distance of a tourist spot from home is 128 km, while about one-third of the surveyed travelers mean two-way distance is about 33 km. It takes more than 4 hours on an average for a tourist to go to and come from a tourist spot. More than half (54%) of the respondents said that visiting a tourist spot is the only purpose of the tour. About 86% of the trips are single-day trip, while the rests are multiple-day trips. More than half of the respondents visited the spots through rented bus. About 55% of the respondents agree to pay the hypothetically increased entry fee. Notes: *** p < 0.01, ** p < 0.05, * p < 0.1; ME refers to marginal effect; ES refers to expected sign. Table 2 lists the estimation results of equation (1). Columns C-F presents the marginal effect (ME) for four spots separately. Travel cost (TC) is our main variable of interest here. We find expected negative sign for this variable in all the models (model 1-4 of Column C-F in Table 2 ), three of which are found statistically significant. The ME for Mozaffar Garden indicates that for an increase of travel cost by 100 BDT, the probability of trip number to the spot decreases by 2.65% per tourist in three-year interval. Similar explanation is applicable for the rest three models. Similarly, expected negative sign for travel distance (D) variable for all the models are found, though not all of them are statistically significant. The estimation results show a negative relationship between age (A) and probability of visit, which indicates that comparatively younger people are more interested to visit tourist spots. The probability of visit is relatively lower for male compared to female counterpart, since male peoples' engagement in income earning activities is relatively higher. Income has the expected positive sign for all the models. Number of earning member in a family is negatively associated with tourist site visit frequency, which is expected since income earners are more likely to be engaged in economic activities. Tourist spot specific variables, such as, spot facility, riding facility and safety and security have the expected positive sign, which indicates that for an increase in the said spot specific indicators, the probability of visit increases. A mix trend is observed for the variables marital status, residential status, education and multiple purpose visit. for three years by 3 to convert the three year consumer surplus into yearly consumer surplus . We note that the travel demand was estimated for three years (2012) (2013) (2014) . ** Column E express the number of tourists visit specific tourist spots. For example, around 239,325 tourist visit Shat Gumbuj Mosque last year. Table 3 reports the CS per tourist and total recreation value derived for the tourist spots separately. Consumer surplus per tourist is the highest for Niribili tourist point (3.64 US$), while it is the lowest for Shat Gumbuj Mosque (1.24 US$). In contrast, Mozaffar Garden in Satkhira is found to deliver the highest recreational value worth 0.84 million US$, while the lowest recreational value worth only 0.06 million US$ is generated annually by the Chandramahal eco-park in Bagerhat, if the yearly number of tourists 3 for these sites are considered (Column F of Table 3 ). Though the highest per capita recreational benefit is obtained from the tourists of Niribili tourist point, Mozaffar garden provides the highest annual total recreational benefits to the tourists. Hence, both spots create significant value to the tourists, which is one of the preconditions for the flourish of any site as a tourist spot. In addition, Chandramahal eco-park holds the second position in creating per capita recreational benefit, though it is being placed at the bottom from yielding annual total benefit perspective because of having less accommodation capacity of the tourists. Hence, this site has the potential to generate larger recreational benefit through increasing its accommodation capacity. Notes: *** p<0.01, ** p<0.05, * p<0.1; ME refers to marginal effect; ES refers to expected sign.
Results and Discussion
This study assesses the fund generation capacities of these spots for their future development through estimating tourists' WTP in CVM framework under hypothetical market scenario. Table 4 reports the estimation results of equation (2) about the factors determining the WTP, where Columns C-F presents the marginal effect (ME) for four spots separately. The expected negative sign for Travel distance variable for all the models are found, though it is not statistically significant. The estimation results show a negative relationship between age and probability of visit, which indicates that comparatively younger people are more interested to pay the increased entry fee. The probability of paying the increased entry fee is relatively lower for male compared to female counterpart. Number of earning member in a family is negatively associated with the probability of paying the increased entry fee, since income earners have limited scope to visit tourist spots. Tourists having multiple purposes of visit have lower probability to pay the increased entry fee since visiting the site is not their sole objective. Income has the expected positive sign for all the models. Tourist spot specific variables, such as, spot facility, riding facility and safety and security have the expected positive sign, which indicates that for an increase in spot specific indicators, the probability of paying the increased entry fee will increase. A mix trend is found for the variables marital status, residential status and education, which are not statistically significant. The current entry fees are BDT 20, 25, 20 and 30 per tourist for Shat Gumbuj Mosque, Mozaffar Garden, Niribili tourist point and Chandramahal eco-park, respectively. Column B of Table 5 lists the hypothetical increase (50%) in entry fee. The effects of such an increase in entry fee are mentioned in Columns E and G of Table 5 reporting the WTP per tourist and in total annually, derived from these tourist spots separately. WTP per tourist is the highest for Chandramahal eco-park (0.10 US$), while it is the lowest for Shat Gumbuj Mosque (0.06 US$). However, from the perspective of the receipt of spot specific total annual WTP from tourists, the Mozaffar Garden holds the top position (0.029 million US$) whereas Chandramahal eco-park is placed at the bottom (0.002 million US$). However, the Chandramahal eco-park receives the highest WTP per tourist implying that individual tourists are more interested to contribute to its future development compared to the other sites from total WTP perspective. Therefore, Mozaffar Garden in Satkhira not only creates the highest recreational value to the tourist but also has the widest scope of raising handsome fund for its future improvements in comparison with other sites. Niribili tourist point is also contributing through creating significant value and capable of raising funds for its own development. In addition, Chandramahal eco-park can be recognised as an emerging tourist spot with great potential through increasing capacity for accommodating a large numbers of tourists, as the per capita WTP for this site is the second highest. Surprisingly, Shat Gumbuj Mosque with great history and archaeological value, receives less attention from tourists, since it holds third position in creating total recreational value and fourth position out of four sites in creating per capita recreational value. The reason might be that Shat Gumbuj Mosque is the only government owned site and receives less attention from local government for preparing it as a valued tourist spot. Hence, subsidisation with proper plan from the government is required for its improvement. This study finds that the surveyed tourist spots generate handsome amount of recreational benefits. It also finds that there is a scope for fund raising to further develop the spots. Therefore, a planned development strategy for the tourist spots will attract more tourists in the coming years, which will in turn contribute towards development of the tourism sector in the economy of the country. Employment creation, transportation, hotel and restaurant and banking are some areas where a spillover effect might be observed for the development of the tourism sector, as evident from the survey responses and literature. However, quantification of such issues was beyond the scope of this study.
Conclusions
Tourism is the fastest growing industry in the world. It can add value in an economy if the industry can be handled properly. The significance of tourism is recognised from economic, social, cultural, political and environmental viewpoint. The main focus of this study is to quantify the present economic value of tourist spots and search viable options to raise funds for future development of the tourist spots in the south-west region of Bangladesh. It considers Shat Gumbuj Mosque in Bagerhat district, Mozaffar Garden in Satkhira district, Niribili tourist point in Narail district and Chandramahal eco-park in Bagerhat district as the study sites.
This study finds that the CS value lies in the range of 1.24-3.64 US$ per person and WTP lies in the range of 0.06-0.10 US$ per person in the four sites. The estimated recreation value lies in the range of 0.06-0.84 million US$ under TCM and in the range of 0.002-0.029 million US$ under CVM in the four tourist spots. Among these four sites, Mozaffar Garden provides the highest yearly recreational benefits and receives the highest WTA. The Niribili tourist point holds the top position through creating the highest consumer surplus per tourist among the four sites. Hence, these two spots create significant value among the tourist which is an important precondition for the development of any site as a tourist spot. On the other hand, Chandramahal eco-park is an emerging tourist spot, which holds the second position from per capita consumer surplus perspective and top position form per capita WTP perspective. Hence, the tourists are more interested to contribute to its future development compared to the other sites. Surprisingly, Shat Gumbuj Mosque having great history and archaeological value, receives less attention of the tourists from almost all of the considered aspects. Hence, subsidisation with proper planning from the government is required for its improvement.
In summary, positive recreational values, as derived through this study for the tourist spots indicate that there is a scope to make plan for improvement of the tourism sector in the south-west region of Bangladesh. Policy formulation for enhancing spot facilities, riding facilities, safety and security condition in addition to an improvement in commuting options and facilities might help for further development of the tourist spots in the south-west region of Bangladesh. 
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